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Crossing the Chasm is a theory put forward by Geoffrey A.Moore, dealing with
the evolution of high-tech markets. In this theory, Moore pointed out that the life
cycle of hi-tech products could be divided into six stages, namely: the early market,
the chasm, the bowling alley, the tornado, the mainstream and the end of life; the
high-tech enterprises should base their marketing strategies on the types of customers
in different stages of their products’life cycle. In each stage, the levels of competitive
advantages are different; consequently, the marketing strategies should vary
correspondingly. By analyzing the definition of different stages in the life cycle of
high-tech products and the marketing strategies adopted in the life cycle in S company,
this thesis tries to explore briefly the successes achieved by S company and the
reasons for their successes. Meanwhile, this thesis also further analyzes in detail the
managing situation and the bottlenecks in the development of S company at present.
Finally, under the basic model and analyzing framework of the Chasm Theory, some
marketing strategies and suggestions for improvement are proposed.
According to this thesis, the reason why S company succeeded in crossing the
chasm is that it adopted Moore’s strategy of Model unconsciously, that is focusing
on two markets, i.e., pharmaceutical industry and dyestuff industry; however, S
company who was in the bowling alley could not enter the Tornado,. As suggested in
this thesis, S company should focus their attention on food industry, developing
towards the other segment market.
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创立于 1996 年的 S 公司是一家高科技企业，以膜分离技术及设备为核心业
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计算机行业，IBM 一直处于大型计算机市场的领先地位，但 20 世纪六七十年代
小型计算机市场兴起的时候，DEC 和 HP 成为这一迅猛发展的细分市场领先者。
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